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Abstract: Due to the emergence of social media, social interaction has undergone tremendous changes. More and more organizations
use social media, but the theoretical community is less concerned about this and there is barely relevant domestic research.
Social media is conceptualized as an Internet-based channel that allows users to gain value from user-generated content,
interact with others, implement real-time or asynchronously opportunistic interactions and selective self-presentation. This
paper reviews the existing social media research on the basis of the connotation of social media, the research of relevant
variables, the ways and characteristics of entry, the opportunities and risks and suggestions, and constructs the theoretical
framework for social media research in the workplace. The framework focuses on the three aspects of social media drive
mechanism, process mechanism and effect mechanism, and forecasts the future theoretical basis, analysis methods and re-
search trends.


























































































































































为前因变量， 但它也可作为中介变量，Lu 和 Hsiao
验证了感知价值对用户支付意愿的中介效应[18]。 用
户行为也被一些文献当做中介变量， 以验证前因变













































































Chatter、Microsoft 的 Sharepoint 和 Yammer、IBM 的










的需求。 IBM 在 2007 年中期推出的 Beehive 系统，
在 2007 年年底，就吸纳了超过 3 万个用户，Beehive
包含了公共社交媒体（如 Facebook）的功能，但仅限
于 IBM员工使用。 在惠普，WaterCooler 系统基本上
是为了汇集公司中独立的社交媒体系统的集成平
台。Brzozowski通过对 Water Cooler用户和非用户的




例。 几乎所有的世界 500强公司（如 IBM、 Sears、GE
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